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You leave here knowing 
you can think like a 
marketer, and that 
you’ve got actions to 
try at work next week! 
 
 E n g a g i n g  y o u r  
a u d i e n c e  s o  th e y  
u n d e r s ta n d  w h o  y o u  
a r e ,  w h a t  y o u  d o ,  
a n d  w h a t  i t ’ s  w o r th  
to  th e m  
 
 
 
S i mp l e  me s s a g e s ,  
tw e a k e d  f o r  d i f f e r e n t  
a u d i e n c e s ,  d e l i v e r e d  
a c r o s s  th e  r i g h t  
p l a t f o r ms ,  o n  a n   
o n -g o i n g  b a s i s .  
 
E a s y ,  r i g h t?  
 

 
 
Put yourself in your audience’s shoes 
(Remember it’s not just one pair of shoes!) 
You can divide them by type: 
 
... students ... 
 
... academics ... 
 
... researchers ... 
 
... administrators .... 
 
... the local community ... 
 
... other libraries and institutions ... 
 
 
Or what about dividing them by their 
needs? 
 
... general information about the library ... 
 
... to master the world of academia .... 
 
... to get a passing grade ... 
 
... to complete their research while raising small 
children... 
 
... the off-site searcher of electronic resources … 
 
... the on-site browser of paper materials ... 
 
 

 
Decide 
on goals 
Research 
market 
Set 
objectives Promotion 
Evaluation 
Modification 
Make su re  the ta i l  i sn ’ t  wagging the dog.  
There’s  no po int  i n  c reat ing a  campaign 
or  s ign ing up fo r  a  p lat fo rm  un les s  you 
know why and how you’ re  go ing to  use  
i t .   
 
When you create a  market ing presence ,  
i t  shou ld  have goal s  and a purpose.  
That ’ s  what  makes  th i s  market ing.   
 
 
“ Insp i re  l i fe long learn ing by ask ing 
and answer ing ques t ions  that  
encourage pat rons  to  chal lenge the i r  
assumpt ions  . ”  
N e w  Y o r k  P u b l i c  L i b r a r y  |  S o c i a l  M e d i a  S t r a t e g y  
 
 
 
 
 
“ I t ’ s  bet te r  to  do one th ing proper ly  
than to  end up wi th  lo ts  o f  sad,  
neglected pro f i les  a l l  over  the  web . ”  
F r a n c e s  T a y l o r  |  M a r k e t i n g  M a n a g e r ,  B u s i n e s s  &  I P  
C e n t r e ,  B r i t i s h  L i b r a r y  
 
 
 
 
 
Solo librarians: if you 
have time to only 
market one or two 
things, focus on the 
things you love.  

Hal f  the bat t le  w i th  market ing i s  
knowing what  you want  to  say .  ( The 
other  ha l f  i s  say ing i t  i n  a  way wh ich 
has  the most  impact . )   
 
Ask  yourse l f  what  your  l ib ra ry  wants  to  
communicate wi th  the var ious  
s takeholders  we’ve d i scussed.   
 
 
 
 
NO ONE  CARES  
ABOUT  THE  HOW!  
Somet imes ,  l ib ra r ies  and l ib ra r ians  
seem obsessed by process .   
 
Ins tead,  we need to  focus  on 
outcomes,  asp i ra t ions ,  and benef i t s .   
 
 
We descr ibe featu res  when we shou ld  
be descr ib ing resu l t s .  
  
We descr ibe products  when we shou ld  
be descr ib ing serv ices .  
 
We ta lk  about  search ing when we 
shou ld  be ta lk ing about  f i nd ing.  
 
 
No one cares  how we do th ings .  They 
jus t  care  how the th ings  we do wi l l  
e f fect  the i r  work ing l i ves .  
 
No one shou ld  have to  work  out  how 
we can he lp them. The respons ib i l i t y  i s  
our s ,  to  ident i fy  the i r  needs ,  and 
exp la in  how we can he lp them  in  
language they can ident i fy  w i th .   
 
“We subscribe to over 100 
databases!”  
 
“We can find you stuff that 
Google can’t.”  
 
L i ke  S tephen Abram says ,  Beauty  
Sa lons  are ca l led Beauty  Sa lons  
because beauty  i s  what  they he lp  you 
achieve.  ( In  theory . . . )  They’ re  aren’ t  
cal led Ugly  Sa lons  or  even Becoming 
Beaut i fu l  Sa lons .   
 
 
B e a u t y  
S a l o n s !  

Word of mouth 
 
 
 
Word of mouth 
KEY FACTORS 
Most  consumer  deci s ions  a re  pr imar i ly  
i n f luenced by word of  mouth .  I t ’ s  a  v i ta l  
market ing too l .   
 
The a im i s  to  in f luence an in f luencer .  G ive 
them the too l s  they need to  spread the 
message.   
 
You may need severa l  i n f luencers  –  
people  need to  be to ld  how good the 
l ib ra ry  i s  by  people  s imi la r  to  them.  
 
 
 
Newsletters 
KEY FACTORS 
If you aren’t into Adobe In-Design … 
 
Use MS Word, and : 
 
… get rid of the margins if online only (you’re not printing) 
… use background images/color and fill pages to margin 
… use font-size 14 minimum so text is readable full-screen 
… save as a .pdf … 
… upload to Issuu or other page-flipping app and imbed 
on library website … 
… share url, but use a url shortener (if url is long) bit.ly or 
ow.ly 


Email 
KEY FACTORS 
I t ’ s  PERSONAL.  Make people  fee l  l i ke  YOU 
are  emai l ing THEM.  
 
Regu lar ly  schedu led emai l s  don’ t  fee l  
ta rgeted –  emai l  when you have 
someth ing to  say .   
  
Subject  l i ne  i s  HUGELY  impor tant .  T ime of  
day i s  somewhat  impor tant .  D iv id ing up 
your  aud ience i s  des i rab le .   

Website 
KEY FACTORS 
Key in fo  ABOVE THE FOLD.   
 
G ive people  act ions .  Th ings  to  watch,  o r  
do,  o r  l i s ten  to ,  o r  read,  o r  download,  o r  
more of  your  L ib rary’ s  on l ine  act iv i ty  to  
i nves t igate.   
 
Video i s  es sent ia l  and i t  may be a  lo t  
more ach ievable  than you th ink . . .  
ALA READ posters 
and other print items 
Advocacy, networking, increased 
visibility. 
 
Take high quality photos, use a 
high end camera. Find someone 
with graphics skills. 
 
CAVEATS…time spent designing 
and printing can be significant. 
Hidden costs (toner, printing). 
School Newspapers / Local Newspapers 
 
Local TV Stations / Cable Access Channels  

 Do one thing at a time, properly. For example, 
start with Twitter and then Facebook.  
 
What matters is not how good the tool is, it’s 
whether your particular audience will engage 
with it.  
Twitter users are much more influential than 
those on any other networks.  
 
“What happens on Twitter, doesn’t stay on 
Twitter”   
- thenextweb.com 
 
 
 
 
There are many twitter tools out there which 
analyze your account. Stick to the ones which 
provide actionable results. 
 
www.twocation.com  to find out where your 
followers are based.  
 
klout.com/  to find out your influence. (Don’t get 
caught up with your overall score, but use Klout 
to track your ‘Network Influence’ and 
‘Amplification Probability’.) 
 
Research shows student expectations are 
morphing – they now expect interactions with 
the library to take place across platforms like 
Facebook.  
 
Your students ARE on Facebook.  
Pull in Content 
Populate your FB page with content from elsewhere in the 
library – RSS feeds from a library blog, your twitter feed, 
events calendar and so on (and you can use Yahoo! 
Pipes to aggregate several feeds into one). 
 
Embed a Search 
Get an OPAC search on there so people can find stuff in 
your library without having to leave your page (add a 
JSTOR one). 
https://apps.facebook.com/jstorsearch/?fb_source=search 
 
Use the Insights Tool (essentially analytics) to learn more 
about your users, and adapt the content accordingly. 
 
L ink book covers  to catalog records,  
BROWSING i s  an important  user  need!  
 
h t t p : / / l i b r a r i e s . p e w i n t e r n e t . o r g / 2 0 1 3 / 0 1 / 2 2 / l i b r a r y - s e r v i c e s /  
 
A great  oppor tun i ty  to  a l low user s  to  have 
some ownersh ip  of  l ib ra ry  content  –  a l low 
them to  up load the i r  p ictu res  to  a  
par t icu la r  co l lect ion,  curate  a  co l lect ion of  
user  p ictu res  a round a par t icu la r  sub ject  
a rea,  o r  c rowd -source in fo rmat ion about  
obscure s tu f f  i n  your  a rch ives .  
Video 
Do not make a video UNLESS IT IS GOOD!  Keep 
it simple. (ASU, The Library One Minute - i.e.) 
 
Mobile / Apps 
Hopefully your library website has responsive 
design, but if not try library hours, maps, catalog.  
 
Blogs 
Less formal communication, but is a powerful 
way for the library to control information. 
QR Codes 
An easy, flexible way to access content. 
QR code generator: www.qrstuff.com 
www.qrchocolates.com/ 
 "Nine out of ten people like chocolate. The tenth person always lies." - John Q. Tullius    

T ime to  adopt ion :  One Year  o r  Less  
F l ipped C lass room  
Learn ing Analyt ics  
T ime to  adopt ion :  Two to  Th ree Years  
3D P r in t ing  
Games  and Gami f icat ion  
T ime to  adopt ion :  Four  to  F ive  Years  
Quant i f ied Se l f  
V i r tua l  Ass i s tants  
 
Horizon Report, EDUCAUSE Learning Initiative (ELI). http://www.nmc.org/pdf/2014-nmc-horizon-report-he-EN.pdf 
 
Multiple platforms, old and 
new. It means you capture 
more people, and those 
on two or more of the 
platforms get the message 
reinforced.  

Fonts: 
http://metaatem.net/words 
 
This background: 
http://www.flickr.com/photos/9822107@N08/5718749905 
  
 
CONTACT:  
Abby Moore – abby.h.moore@usd.edu 
 
Danielle Loftus – danielle.loftus@usd.edu 
 
www.usd.edu/library 
pinterest.com/usdlibraries 
www.flickr.com/photos/usduniversitylibraries 
www.facebook.com/USDLibraries 
twitter.com/USDLibraries 
Fonts and images are from Flickr Creative Commons 
WebJunction 
http://www.webjunction.org/explore-topics/marketing-outreach.html 
 
